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Lately, Corporate Social Responsibility (CSR) is considered a commitment and responsibility of a 
company to reduce the harmful effects from their manufacturing process and giving a good impact for society and 
environment. Some brands have really good CSR values and transparency and some don’t. This research is a good 
way to investigate whether consumer purchasing behaviour is influenced by particular brands’ ethical and social 
responsibility or not. Qualitative methods was used for this study, and for the data collection, semi-structured 
interviews were used.  The consumers were informed about each of companies’ CSR activities in the middle of 
answering the questions in questionnaires and interviews. The objectives of this research are to investigate the 
influence CSR actions of certain fashion brands on their reputation (from consumers’ point of view), and also to 
determine the impact of their reputation on customer buying/purchasing behaviour. The findings of this study was 
intended to investigate whether CSR influenced the consumer's purchasing behaviour. 
corporate social responsibility, high street, retailers 
1.Introduction
Corporate Social Responsibility (CSR) in the fashion industry has been very popular lately in the past10 
years. The businesses role is no longer focused on gaining profit only, but also focused on being actively responsible 
towards the society (Harrison and Freeman, 1999).  It has gained much attention and publicity from media all across 
the world. Mohr et al (2001) believed that CSR is a commitment and responsibility of a company to reduce the 
harmful effects from their manufacturing process and giving a good impact for society and environment. CSR can 
involve range of actions like building good relationship with local communities, investing in schools/ community 
activities, ensuring their employees’ welfare like giving them health insurances for them and their family, also 
taking part in protecting the environment. Nowadays, companies seem to compete each other in showing their 
concern for environmental and social ethical issues like global warming, factory waste, inadequate working 
condition, child labor, etc. transparently. Brands like Marks & Spencer, New Look, and H&M, even have specific 
website for their contributions in sustainability and social responsibilities. These companies are trying to show their 
transparency in ethical issues to their customers by kindly and transparently showing the customers about their 
recycling activities (UNIQLO “Fleece Recycling Program”), sustainability plans (M&S “Plan A”), workers welfare 
(New Look “Modern Slavery Statement)”, their supply chain, their stores and factories location, etc. This might 
happen because according to Folkes and Kamins (1999), unethical behavior of companies had bad impact on 
costumer attitudes, even though the brands / the products were good. No companies want to be boycotted because of 
‘bad reputation’, but unfortunately not all companies are willing to participate in social environment and being 
socially responsible. However, companies with great ethical behaviour which provides transparency and do CSR 
activities not always being rewarded.  
It has been confirmed that consumers do appreciate products with good ethical value. Over the last decade, 
ethical consumerism has become trend and widened to mainstream society (Shaw et al,2006). Nevertheless, many 
consumers remain buying products from companies they choose without thinking about companies’ ethical value 
and social responsibility.  This might happened because lack of knowledge the consumers have about the companies 
they buy the products from. Another research also indicated that not all of consumers are willing to pay more for 
product just because it has a good ethical value. For example, McDonalds’ attempt to use only free-cage eggs for 
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their product was not kindly received by their consumers. Almost 50% of their consumers said they are agree buy 
foods made from cage-free eggs, but only 17% of them are willing to pay more (Forbes,2016). This poll shows that 
McDonalds’ consumers would like to buy ethical products, only they don’t want to spend more money to support 
the action. This also proves that today’s competitive economy cause difficulties for corporates/companies to be 
sustainable and have good ethics. This case not only happened in food companies, but also happens in fashion 
industry. People tend to buy lower price clothes no matter how unethical it was produced.  
This study’s aim is to investigate the influence and impact of CSR on consumer buying behavior between 
two or more brands which have different level of CSR. Some brands are actively doing their CSR actions like Marks 
and Spencer and H&M, and some are not. This research is a good way to investigate whether consumer purchasing 
behaviour is influenced by particular brands’ ethical and social responsibility or not. Qualitative methods will be 
used for this study, and for the data collection, self-completion questionnaires and semi-structured interviews will be 
used.  The consumers will be informed about each of companies’ CSR activities after answering the questions 
interviews.  
 
2. Literature Review 
 
2.1 Corporate Social Responsibility (CSR)  
  
The concept of Corporate Social Responsibility (CSR) historically has been existed since 1917, when Henry Ford 
declared that in business (in this case the business is Ford Motor), we should do as much as possible for everybody 
concerned, provide employment, send the car where people can use , and at the same time making money (Lee 2008, 
p.54). The term ‘CSR’ grow from time to time and all of the definitions are pointing to one aim, which is to be 
socially responsible. Carroll’s (1979) wrote that CSR is a conceptualization including economic, legal, ethical, and 
philanthropic responsibilities. Ethical responsibilities relate to the norms and rights, economic and legal 
responsibilities are the fundamental part of the CSR. CSR nowadays has appeared as a major business issue that 
includes the business itself with the societies (Auld et al, 2008, Hastings and Angus, 2011). CSR is believed to give 
positive impacts on consumers’ intentions and purchase behaviour (Becker-Olsen et al, 2006 ; Brown and Dacin, 
1997). CSR activities won’t be influential if the consumers are not aware of them. Pomering and Dolniar (2009) 
wrote that good consumers’ awareness of CSR can be achieved if the consumers are aware of the companies’ CSR 
activities, as well as the company with bad CSR can influence the consumers . Consumer’s awareness of the 
company’s activities is the target of CSR communication strategy by a company because consumers take control and 
may use the information to assist buying process. (Berman et al, 1999). If consumer awareness is low, CSR actions 
won’t have any significant effects and initiatives on purchasing behaviours. However, many researches focused on 
the importance of awareness as a prerequisite for buying behaviour, Duncombe and Heeks (2002) mentioned the fact 
that awareness itself is not translated into actual actions.  Consumers’ awareness makes impacts in the consumers 
themselves. It builds consumer’s trust towards the brand. Without trust, we would simply be unable to act (Klewes, 
2009) Trust can be defined as belief, desire or assumptions about a brand (Swaen and Chumpitaz, 2008). Trust in 
consumer is broadly defined as the consumer’s belief that the company will keep promises with honesty and good 
will (Blomqvist, 1997).  
 
2.2 Consumers Purchase Behaviour 
  
Consumers purchase behaviour are influenced by medias nowadays. Fashion magazines and internet are perfect 
medium to give customers influence on product concept and building self-esteem in the society (Tay, 2009). 
According to Gupta and Hodges (2012), consumer’s purchase behaviour are influenced heavily by the price, quality, 
and style. Personal motives like design and price seem to be a stronger motivation to customers in buying products 
than unethical production practices (Iwanow et al , 2005).   
 
2.3 Brand Normative / Social Reputations 
Corporate Social Responsibility as social, economic, and ecological aspect can be determined within a reputation 
that supports good reputation of an organization with social theory. (Eisenegger, 2011). Habermas (2000) evaluates 
company’s reputation by subdividing the reputation itself into : 
1. Functional Reputation (related to economic reputation) 
2. Normative Reputation (related to CSR) 
3. Expressive Reputation (related to brand identity, trend, and design) 
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Normative Reputation requires socio-moral integrity and sustainability actions in social , economic, and ecological 
terms. However, the theories are not backed up by the fact that The 20 top ranked companies in Swiss include only 
three companies with good social reputation. (Klewes, 2009 p. 89) 
 
2.4 Consumers’ responses towards CSR 
 
Consumers’ awareness and trust are followed by consumers’ responses. This includes information processing which 
is judging, reasoning, and making behavioural response (Miller,1956). The action of processing CSR information 
also contains the steps: focusing on the information, judging company’s truthfulness in doing CSR, reasoning the 
CSR towards the products, and the purchasing actions. Brown and Dacin (1997) mentioned that consumers may 
associate with companies within two sectors :  Corporate ability associations which relates to consumer’s perception 
about company’s service and CSR (Corporate Social Responsibility) which relates to consumer’s point of view 
about the company’s character regard to socio-environmental aspects. The results of the study indicated that 
consumers’ responses are directly influenced by the corporate social responsibility of a company. 
 
2.6 Ethical consumer and green consumer 
 
Ethical consumerism is defined as the choices that are made by consumers based on social and ethical components 
of the products (Auger et al. , 2003) as well as sense and morals beliefs (Carrigan et al., 2004). Ethical consumers 
often confused with green consumers. According to Balderjahn (1988), green consumers are paying attention to 
environmental and animal welfare issues, whereas ethical consumers are concerned about the social issues such as 
labours, workers welfare, etc. 
 
2.7 TRA (Theory of Reasoned Action) 
 
In order to determine the influence of CSR in csutomer’s purchase behaviour and intentions, behavioural study is 
needed. Fishbein and Aizen (1975) defined TRA / Theory of Reasoned Action as a form of attitude by suggesting 
that attitudes are caused by an attitude object, and in this case, the behaviour can predict a person’s intention of 
doing something/ behaving. In this study, interest focused on the intentions of general customers, not particular 
generation/group of people.  
 
2.8 Customer Purchase Decision /Consumer Buying Decision 
 
Consumer Purchase/Buying Decision is defined as the decisions the consumers made about purchasing/buying either 
services/product. (Hawkins, Best, and Coney, 2001). Consumer Buying Decision is the final outcome of the 
consumers’ awareness towards CSR process. The outcome of the decision is the action which is consumers’ 
purchase actions. However, a consumer’s decision-making process consists of 5stages before the actual purchase.  
 
 
 
 
 
 
Figure 1.  Consumer’s Buying Process 
Source : Armstrong and Kotler (2013) 
 
2.9 Marks&Spencer and Zara’s CSR 
 
Inditex is a retail company that was built in 1963. Zara is one of the brands under this company. This organization 
covers every manufacturing process , including design, distribution, and sales. According to GRI (Global Reporting 
Initiative) in 2002 Inditex got an A+. Also, EIRIS (Ethical Investment Research Services) granted Inditex grade 4.3 
points of 5 in the evaluation. In other hand, there is a lot of CSR issues in Inditex. Setem (2014) stated that wages 
paid in certain countries are way lower than what the company states in CSR policy.   
 
Recognition Purchase Decision 
Evaluation of 
Alternatives 
Information 
Search 
Post Purchase 
Behaviour 
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Research Question 1 
 - What are the main reasons customers choosing certain products? 
Research Question 2 
 -  Does CSR influence consumers’ trust and point of view towards the brand? 
Research Question 3 
 - Is normative reputation (CSR related) more influential than expressive reputation (brand identity related) 
to consumer behaviour? 
Research Question 4 
 - Are consumers aware of CSR issues from the brand they shop at? 
Research Question 5 
 - How CSR influence the consumer’s purchase behaviour (including intention)? 
 
3. Method 
 
3.2 Data Collection Method  
 
Data Collection Method is divided into two groups: primary and secondary. For primary data collection method, the 
author interviewed 3 high street customers (Zara and M&S) and for secondary data collection, the author used 
literatures and online information about the theory used and company profiles.  
 
3.3 Sample  
 
The sample frame for the study was people who shop in both M&S and Zara. 4 participants were chosen for this 
interview based on their shopping habits in both brands. The age of participants ranged from 18-40, and they were 
all female. In terms of occupation, 2 of them were students and the other two were employees.  
 
4. Results 
 
4.1 Interview Results 
 
Do you shop at M&S and Zara? (which brand you shop more often) 
 
P1 : Yes. I shop at Zara more than I shop at M&S. 
P2 : Zara 
P3 :  I occasionally shop at both. I would say for clothes I shop at Zara the most.  
P4 : I shop at both but  prefer M&S 
 
What do you think about M&S and Zara as high street brands?  
P1:  M&S is for older people I think, I shop only if I want to get something for my mum. Zara is more my style 
P2 : Both are most likely easy to be found even in a mid- range cities. And Zara seems more popular in Indonesia’s 
market nowadays. M&S are more expensive to compare with Zara. Yet both is indeed offer daily casual look to 
party with several certain designs which profide the trending fashion style, plus they offer pretty much 
affordable prices. 
P3 : I would say that M&S generally has a target market of more elderly people whereas Zara appeals more to             
younger people. Zara is probably more affordable for everyday items than M&S – however the quality of M&S 
products is likely to be of a higher standard.  
P4 : I think M& S fashion appeals more to middle age women like me . It also has more conservative fashion lines 
and quality products.  
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Why do you choose to shop at M&S or Zara? (Including why you don’t shop anywhere else, why 
the brands are special to you) 
P1 : I love Zara designs, they look good on me.  
P2 : It’s rather convenient than special. But indeed Zara offer good cutting to my small body. Their Cotton based 
Fabrics are also comfortable and the style is up to date Too 
P3 : I choose to shop at Zara as there are many clothes that I like that are in my price range and they have a variety 
of styles. I choose to shop at M&S when I am looking for a specific item that I want to be good quality.  
P4 :  I choose to shop at M&S more as there is a M&S store in Galashiels and near my home so goods can be 
delivered there for pick up for free. I choose to shop at Zara for my daughters clothes as their fashion is more 
for the young and my teenager likes their fashion. 
 
Why do you trust the brands?  Do you trust the brands because of the quality, design or image?       
P1 : Quality and design. 
P2 :Quality and design, to be compared to the unbranded one. Cause indeed several local industry offer good 
design but the quality is rather so-so. And if the local industry has good quality, the prices are pretty much 
more expensive to compare to these two brands.  
P3 : For M&S I would say I trust the brand in terms of quality, whereas for Zara I trust them in terms of design and 
image as I normally pick clothes based on the way the look in Zara.  
P4 : I trust these brands because of their reputations for quality , design and they both have good return policies  
 
How do you see yourself as customer?  Generally, do you buy things because of products quality, 
designs, brands, good image, or price?  (please sort your answers based on the aspect you care 
most) 
P1 : I buy things because of the design, brand, price, and quality. 
P2 : Quality first, then design, price next.  
P3 : I tend to buy certain items, such as shoes and jackets/coats for quality so that I know they will last, however for 
some items such as tops I am not as bothered about quality and will choose the products based on the design.  
P4 : As a customer I generally look for quality first and then price and whether the design is suitable for who the 
product is bought for. 
 
Can you mention what other aspects you see from the brands? 
 
P1 : Nothing more.  
P2 : - 
P3 : I would say the price in comparison to the quality is important – for example if I like a product but it is 
expensive for what it is I will often change my mind (unless I like it too much!).  
P4 : Other aspects that I like about M&S is that they are more socially and environmentally conscious. 
 
Does issue from internet/magazine influence you in buying products? Is there any issue related 
Zara and Marks and Spencer that you’re aware of? 
 
P1 : Not really. I don’t think I know anything about it. 
P2 : So far, No. But I try hard not buy the animal cruelty goods one.. 
P3 : Personally, I am not heavily influences my magazines however what I see on the internet for example adverts 
can sometimes influence what I buy. I am not aware of issues that Zara/M&S have however I would imagine 
that they could both have issues with labour, especially Zara as many of the clothes are not as high quality. 
P4 : Yes ... Both magazines and Internet advertising influences my shopping habits as that is how I know what the 
current fashion trend is.  
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Section B 
 
(Handing articles containing issue/CSR actions about the brand) What do you think about the 
issue? 
 
P1 : That’s awful.  
 
Does this issue make any difference in your buying decision? 
 
P1 : I am not comfortable saying this, but not really. This is not good, I understand, but we cannot resist buying 
things from Zara, can we? 
P2 : Apparently yes. Every time I am about to buy something, I will remember this. 
P3 : I don’t think so. I feel bad buying from unethical company,  but that doesn’t stop me from buying it. 
P4 : I don’t shop at Zara very often, and I think M&S doesn’t have ethical issue problem like Zara do.   
 
(Handing another article about company with good CSR) 
Are you willing to buy products from the socially and eco-friendly company with more expensive 
price? 
 
P1 : If the design is nice, why not? 
P2 : That depends on my capability of buying at the moment. Not going to splurge with money I don’t have too. 
Since I am the person who most likely shopping clothing by needs, and to find a win-win solution is the 
homework to do.  
P3 : As I said, if I like it too much, yes I will. 
P4 : Yes, I don’t mind.  
 
11. What do you think you will feel after purchasing from an ethical brand? 
 
P1 : Maybe I will feel like a good person. 
P2 : I am glad I can support a good activity. 
P3 : It will make me relieved, I guess. 
P4 : To know yourself doing a good thing for other people is an amazing feeling. 
 
12. Would you buy products in the same brand again or you tend to be bored and like to buy from 
other brands?  
 
P1 : If I trust certain brand, I would buy from the brand again. Besides, I will always want to feel like a good 
person. 
P2 : I am too afraid to trust new brand. I will stick to them. 
P3 : Depends, I like to try new things too. But if this brand makes me feel great, I will be their loyal customer. 
P4: I am not a shopaholic and I only shop whenever I need to shop. I also only shop from the brand I trust, so yes I 
will buy from the same brands. In this case, I always shop in Marks and Spencer.  
 
Discussion 
  
A. Preference between two brands 
Table 1.  Participants and Brand Prefernce 
Participant Brand (Q1 ) Main Reason (Q2) 
Participant 1 Zara Style 
Participant 2 Zara Style 
Participant 3 Zara Affordable 
Participant 4 M&S Quality 
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Based on the questions of preference between two brands (Question number 1 and 2 ), the main reasons customers 
buy the brands are style / design, followed by price and quality of the products. As seen in Table 1, between the two 
brands Zara and M&S, 3 from 4 participants shop at Zara more often than M&S. This condition supports Gupta and 
Hodges (2012) theory, that the main considerations the consumers’ buying certain brands are the price, quality, and 
style. These aspects are included in personal motives as written by Iwanow et al  (2005). 
 
Research Question 1 
 - What are the main reasons customers choosing certain products? 
Answer: 
 Style/Design , Price, and Quality . 
 
B. Reason trusting brands in general  
 
Table 2.  Participants and Brand Trust 
 
The question “why the brand is special to you” means indirectly asking about why people choose the brand over 
other brands and lead to the next question which is about “brand trust”. P1 and P3 put design as the first aspect they 
trust the brand, mean while P2 and P4 choose quality over design. It seemed no participants put CSR / ethical values 
of certain brands as the main reason why they trust the brands. These participants’ brand trust aspects more based on 
expressive reputation from a brand (related to the brand identity and trend).  
In Question 6 “what other aspects other than the participants have mentioned they see from the brand” , Participant 
1,2, and 3 don’t mention anything. However, Participant 4 mentioned that “M&S is socially and environmentally 
conscious”.  This means Participant 4 still considers CSR adds good value in a brand, although it is not the main 
aspect. 
 
Research Question 2 
 -  Does CSR influence consumers’ trust and point of view towards the brand? 
Answer: 
 No, because all of the participants didn’t mention CSR as the reason of why they trust certain brand. But 
CSR does influence some customers’ point of view towards the brand. Participant 4 mention that company’s CSR 
(Marks&Spencer) is other aspect the participant see in a brand.  
 
Research Question 3 
 - Is normative reputation (CSR related) more influential than expressive reputation (brand identity related) 
to consumer behaviour? 
Answer : 
No. from the interviews, expressive reputation of a brand is more influential than the normative reputation. 
 
 
 
 
 
 
 
 
 
Participant Reason choosing the 
brand instead of other 
brands(Q3) 
Brand Trust Aspects 
(Q4 and Q5)  
CSR 
(Q6) 
Participant 1 Design Design – Brand – Price  x 
Participant 2 Convenient Quality – Design – Price x 
Participant 3 Design and price Design – Quality – Price  x 
Participant 4 Convenient (location 
friendly) 
Quality – Price – Design √ 
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C. Consumers’ CSR Issue Awareness towards the brands 
 
Table 3. Participants and CSR’s issues awareness 
 
In Question 7, researcher tried to investigate the participants’ awareness of the brands’ CSR issue by asking them 
whether they know any issue related to the brand, and how that issues influence them in buying the products. 
Participant 3 and 4 are aware of the CSR issues of Zara (P3 mentioned about Zara’s labour issue), but none of the 
participants are influenced. Participant 1 and 2 are not aware of the issue, so their buying behaviours are also not 
influenced by the issue. This supports the theory Pomering and Dolniar (2009) wrote, which consumers buying 
behaviour won’t be influenced if they are not aware of the CSR issues /activities of the brands.  
 
Research Question 4 
 - Are consumers aware of CSR issues from the brand they shop at? 
Answer:  
 Yes, although only  from 4 participants are aware.  
 
D. Consumers’ Responses towards Brands’ CSR 
 
Table 4. Consumers’ Responses towards Brands’ CSR 
 
 
Table 4 shows consumers’ responses about the Brands’ CSR. Questions 8-10 were asked after P1-P4 were given the 
articles about the company CSR (Zara with the CSR Issue and M&S’s successful CSR actions). At this time, all of 
the participants had already known about each company’s CSR activities. Only two participants were influenced by 
the articles, meanwhile the other two mentioned they felt bad about it, but would still buy the products from the 
company with bad CSR. Although there are two participants who are influenced by the articles, when it comes to 
‘price’, only 1 participant that is willing to buy product from company with good CSR with higher price with the 
intention of supporting the company’s CSR activities. The other 3 participants are willing to buy products with 
higher price depends on the design and their capability in buying the products at that time.  
 
Research Question 5 
 - How CSR influence the consumer’s purchase behaviour (including intention)? 
Answer: 
 All of the participants are willing to spend more for buying products from company with good CSR. But, 
only one from four participants are willing to buy products from company with good CSR with higher price with the 
intention of supporting the company’s CSR activities.   
 
 
Participant Brand CSR issue influence in 
buying products (before handing 
the articles)  
(Q7) 
Aware of any CSR Issue 
(Q7) 
Participant 1 x x 
Participant 2 x x 
Participant 3 x √ 
Participant 4 x √ 
Participant Brand CSR issue influence in buying products 
(after handing the articles) 
Buying products from company with 
good CSR with higher price   
Participant 1 x √ (Depends on the design) 
Participant 2 √ √ (Depends on capability) 
Participant 3 x √ (Depends on design) 
Participant 4 √ √  
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E. Post Purchase Behaviour 
 
Table 5.  Consumer’s Post Purchase Behaviour 
 
All of the participants admitted they would feel happy when they purchase something from ethical company, and 
they will also repurchase from the brand if the brand suits them.  
  
5. Discussions 
 
5.1 Similarities  
 
There were a lot of similarities among 4 participants interviewed. Four of them were all not influenced by CSR 
issues in buying fashion products before reading the articles. All of them were also put Design and Quality as the top 
reasons they trust certain brands. The other things these participants have in common is all of them do not mind 
spend more money for buying products from more ethical company, the difference is for three of them, their 
decision is based on the design and their capability. These 4 participants are also feeling positive, relieved, satisfied 
when they purchased products from ethical company. Participant 4 said, “To know yourself doing a good thing for 
other people is an amazing feeling.”  
 
5.2 Anomalies 
 
Among four participants, Participant 4 has the most different opinion. Participant 4 mentioned CSR as the other 
reason she trusts the brand while the other don’t. This is a good anomaly. As mentioned in the interview, Participant 
4 has a daughter and she thinks M&S is for the people her age, which might be one of the reasons of this anomaly. 
Participant 4 might be different in term of age than the other participants, which makes her has different opinions 
about company’s CSR and the buying decision.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2. Consumers Buying Process based on CSR’s Awareness 
Participant Feeling Repurchasing   
Participant 1 (+) √ 
Participant 2 (+) √ 
Participant 3 (+) √ 
Participant 4 (+) √  
Not Buying 
Recognition Purchase Decision 
Evaluation of 
Alternatives 
Information 
Search 
Buy 
Knowing about 
CSR generally 
Reading CSR 
issues 
 
Price 
Consideration 
Design 
Consideration 
Quality 
Consideration 
CSR 
Consideration 
Post Purchase 
Behaviour 
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Figure 2 shows the consumer buying process in the context of CSR. This diagram is modified by the researcher, but 
the original is based on Armstrong and Kotler’s diagram (2013) for the theory of consumer’s buying process in 
general.   
 
6. Conclusion 
 
In conclusion, this research shows that the CSR does influence consumer’s purchase behaviour, even though it 
doesn’t influence all people. According to these participants, there are many things to be considered other than CSR. 
Purchasing products from company with good CSR also make the consumers feel relieved and satisfied. This feeling 
also makes these consumers want to repurchase the brand. Although there is only 1 person’s buying behaviour that 
is directly influenced by CSR, but all of the participants agreed that buying from company that has good CSR make 
them feel relieved and safe. In other words, CSR can build brand trust, indirectly. A brand should think about their 
CSR activities, as well as the quality and design. When all of the factors are fulfilled, the brand will be successful 
and will be able to influence the customer to be more aware ethically. 
 
7. Recommendation 
 
This research was done by interviewing the general customers without asking about their age, occupations, status. 
For a deeper research, further research can be done to analyze deeper about the demographics factor that influence 
CSR Awareness (such as age, gender, jobs, ethnicity etc.) Maturity level in every age is different and CSR 
awareness in people from developing and developed country also different. 
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